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Abstract. This research is a first step for estimating the main characteristics of the visitors 
from the Tarnava Mare Region. For assuring and for offering a high quality level of tourist services, as 
a competitive advantage for investors (in term of increasing the number of tourists and, implicitly, the 
turnover and profit), the profile of the visitors must be was studied using a direct survey by 
implementing a questionnaire using QUALITEST and SERVQUAL instruments, for observing the 
expected qualitative level of tourist destination. The research offers valuable information for 
determining relevant conclusions that can be used a fundament for diversifying and adapting the 
tourist offers as an important element for increasing the attractiveness of tourist destination. 
 




 In Romania there are a large number of tourist destinations that assure a significant 
variety of rural tourist services. The development of rural tourism in Tarnava Mare Region 
imply constant efforts for assuring high quality tourist services, not only the basically ones, 
but complementary ones, too, and, on the same time, for identifying reliable target groups, for 
adapting the tourist offers and for establishing the optimum strategies to be followed.  
 Tarnava Mare Region stands apart by combining landscape and the specificity of the 
anthropic framework, providing attractive unique features to the tourist destination. Their 
existence does not guarantee success and reputation of the tourist destination; it is necessary 
to be accompanied by qualitative tourism services having the standards desired by visitors. 
 
MATERIALS AND METHODS 
 
Tarnava Mare R, designated Natura 2000 Site covers an area of about 85,374 ha, over 
ten different localities in three different counties: Saschiz, Daneş, Apold, and, partailly, 
Vânători and Albeşti (Mureş County), Buneşti (Braşov County), Laslea, Biertan and, partailly 
Brădeni and Hoghilag (Sibiu County), being part of the Development Region Centre (8, 
2001). Territorial distribution of the Natura 2000 site, Sighisoara-Tarnava Mare, is as follows: 
53% Mures County, 27% Sibiu County and 20% Brasov County. To achieve this research 
were considered the first eight communes, which are also part of the Local Action Group 
(LAG) "Târnavelor Hills", including 34 villages: Cloaşterf, Mihai Viteazu and Saschiz (part 
of Saschiz commune), Albeşti, Boiu, Jacu, Şapartoc and Topa (part of Albeşti commune), 
Apold, Daia, Saeş and Vulcan (part of Apold commune), Archita, Feleag, Mureni and 
Vânători (part of Vânători commune), Criş, Daneş, Seleuş and Stejărenii (part of Daneş 
commune), Buneşti, Criţ, Meşendorf, Roadeş and Viscri (part of Buneşti commune), Floreşti, 
Laslea, Mălâncrav, Romdola and Noul Săsesc (part of Laslea commune) and Biertan, Copşa 
Mare and Richiş (part of Biertan commune).   
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The five communes included into Mures County, occupies about 8% of its surface, 
concentrating around 3.5% of the total population of the county. Buneşti village is 2.67% of 
total area of Brasov County and 0.41% of total county population. Communes Biertan and 
Laslea occupies 3.80% of the total area of Sibiu County, with a population representing 
1.55% of total population in the county. 
According to the data obtained from mayors, the number of inhabitants varies from 
2048 people in the Saschiz commune to 5845 inhabitants in the Albeşti commune. Based on 
the calculus, there were determined a population of 29,921 people in the region, with an 
average density of about 34 inhabitants per km2, well below the counties’ average (about 78 
inhabitants per km2 in Sibiu County, about 89 inhabitants per km2 Mureş County and Brasov 
approximate 110 inhabitants per km2 in Braşov County). Population density varies from about 
18 inhabitants/km2 in Buneşti (Braşov County) and about 71 inhabitants/km2 in Albeşti, 
(Mureş County) (9, 2011). 
To gather data necessary to achieve the objectives, two research instruments, two 
questionnaires, were developed: the first one was addressed to suppliers of tourist 
accommodation and catering facilities in the Tarnava Mare region, the second one being 
addressed to the tourists who have benefited from their services. These two questionnaires 
were created based on the tool developed by U.S. researchers Zeithaml, Parasuraman and 
Berry in the period 1983-1989, known as SERVQUAL (Zeithaml et al., 1990), from which 
was designed the gaps model. The two tools were created proved to be complex research 
instruments, flexible tools, which incorporated a variety of questions (Pop, 2010). Because of 
the complexity and relative length of the questionnaires, the self-administered survey method 
was used for tourists.  
Tourists and accommodation facilities owners in the Târnava Mare Region 
represented target groups in this research. For establishing the sample (namely the number of 
tourists to respond to the questionnaire) have been considered previously studies which used 
as a research tool the SERVQUAL or adaptations of it, since there is no database in the region 
of the number of visitors and rank them according to certain variables such as sex, age, 
nationality etc. Based on information collected from the literature has established a sample of 
400 respondents. Thus it was decided to distribute a number of 1200 questionnaires translated 
in four languages (Romanian, Hungarian, English and German), of which 527 were returned, 
recording a 43.66% response rate and 412 of them being validated. 
Processing data from the database was performed using various statistical methods to 
reveal correlations between phenomena and causality to be included in the investigation 
report prepared at the end of the research (Pop, 2009). For analysis and interpretation of data 
collected under investigation were used the following indicators and statistical methods of 
data representation: relative structural indicators, Hi-square test of Pearson to determine 
causal relationships, average value and statistical table group. 
 
RESULTS AND DISCUSSION 
  
For better data systematization and processing of respondents' age, the variable “age” 
was shared, obtaining the 11 classes. Thus, using Sturges's formula, it was determined the 















Analyzing the distribution of age classes (Figure 1) it can be seen that most of the 
respondents are included within the age groups 33-37 years (14.32%) and 38-42 years 
(13.35%). Overall, the distribution of respondents by age classes have a normal distribution, 
the average age of respondents is about 41 years and 2 months, with a mean square deviation 
of 13.11 years, where it can be deduced that visitors are mature people with differentiated, but 
also stabilized, tastes and preferences. 
 
 
Fig. 1. Tourist distribution by age classes 
 
 Regarding respondents' gender, it was found that approximately 54% are women. 
Regarding the distribution of respondents by age and sex, no significant differences were 
found. As average monthly revenue per household of the respondents, it can be observed that 
approximately 55% of cases are above the 1500 Euro. Analyzing the number of the members 
of the families, it was found that about 51% have three to four members, where it can be 
concluded that the studied region is visited mainly by families with children. Young families 
without children are 29.10% of all respondents. 
Most visitors, 58.01%, are foreigners, mostly from Germany (41.84%), which is not 
surprising given the fact that the area is a Saxon one and, after 1990, many of them have left 
Romania for to settle in Germany. 
 
Fig. 2. Tourist distribution by country 
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They are followed in ranking by visitors from the UK, which can be explained by the 
presence in the region of several NGOs, such as ADEPT and Mihai Eminescu Trust, whose 
foundations were laid by men of culture and science from England. Another aspect that 
influences the distribution of tourists by country of origin is the home of Prince Charles of 
Viscri village, which is an element of attraction in the area, as there is the possibility of being 
accommodated in this refurbished Saxon house that keeps the authentic features of the area. 
 
Table 1 
Socio demographic respondents’ profile 
 
No. Variable Frequency Percent No. Variable Frequency Percent 
1. Age   3 Nationality  
18-22 years 33 8,01 Romanian 173 41,99 
23-27 years 41 9,05 
 
Foreigners 239 58,01 
28-32 years 44 10,68 4. Employment status  
33-37 years 59 14,32 Employed 298 72,33 
38-42 years 55 13,35 Self-employed 37 8,98 
43-47 years 49 11,89 Unemployed 1 0,24 
43-47 years 41 9,95 Retired 28 6,80 
53-57 years 40 9,71 Student/ Pupil 47 11,41 
58-62 years 19 4,61 
 
Other 1 0,24 
63-67 years 25 6,07 5. Monthly average household income  
 
>67 years 6 1,46  < 500 EURO 11 2,67 
2. Gender   500 – 1000 EURO 77 18,69 
Male 192 46,60  1000 -1500 EURO 98 23,79  
Female 220 53,40 
 
 1500 – 3000 EURO 111 26,94 
> 3000 EURO 115 27,91  
Don’t know 0 0 
Source: own computation based on field data 
 
 Of the 412 respondents, 66.99% (276), were in their first visit to the region. Of these 
23.91% were found in various brochures about the region, while other 21.65% were informed 
by friends and acquaintances, fact that emphasize, again, the importance of "word of mouth" 
advertising and its potential impact on decision to visit or not a particular tourist destination. 
 
Fig. 3. Tourists frequencies visit number 
 
 The same, at the entire sample it can be seen the same trend. Thus, the main source of 
information is represented by the brochures for 22.82% of the respondents, while 18.93% of 
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them obtains information about the area from friends and acquaintances. Because 43% of 
respondents said the main source of information were brochures and travel agencies, it can be 
concluded that the efforts of Tarnava Mare Tourism Association are not in vain. These results, 
however, are not confirmed by those obtained at national level in terms of how information 
are chosen by the resident population when tourist destination is selected, as only 6.40% of 
Romanians use the brochures and travel agents. 
The Internet is a relatively reduced source of information for visitors from Târnava 
Mare Region, as only 6.55% said that get on it the information about the region. This fact is, 
also, surprising, if we analyze the data regarding the consumption of tourism services in 
Romania of the Ministry of Regional Development Tourism, based on an INSOMAR study 
from August 2009, which show that 26.60% of those who were or were to go on holiday in 
2009, used specialist sites as a source of information. Only 4.62% of Romanian’s visitors 
from Tarnava Mare Region have used this form of information, most of them obtaining 
information through brochures and travel agencies. 
 
Fig. 4. Tourists frequencies on information sources 
 
 It cab ne noticed a number of important considerations for future tourism development 
strategy in the area. Firstly, it can be observed the specific of the tourists in the area, which 
prefer to avoid impersonal information transmitted via the Internet, preferring instead to hear 
the views of those who have already benefited from the tourist services in the area, or 
brochures developed specifically for this region. As a negative aspect, could be observed that 
the websites that promotes the area are not sufficiently attractive to draw attention to potential 
tourists, looking for attention to be fixed.  
Analyzing the answers on why the region is visited, as well as the average monthly 
income per household, it can be said that tourists from this region in terms of consumer 
psychology of tourism, fall within allocentric patters, which is characterized by high wages, 
desire to discover the places and live new experiences. Allocentric tourist motivation is 
related to desire to know surrounding world by visiting a large number of tourist areas as 
varied and unusual (Nedelea 2003). 
For 17.96% of tourists, the main reason of the visit was the desire to learn new things, 
followed by attraction for fortified churches in the region, mainly those in Saschiz, Biertan 




Fig. 5. Visitors frequencies on visit reason 
  
Taking into consideration the first two reasons of the visit, adding the attractiveness of 
the region's landscape, it can be said that educational and cultural bring the tourists to Mare 
Târnava Region. Consequently, they are interested in other cultures way of life, in landscape 
sight for satisfying their desire for adventure and new. To these motivations can be added the 
one related to desire for rest and relaxation.  
Contrary to expectations, only 2% of tourists coming from Germany said that the 
reason for the trip is to visit friends and knowledge, while many of them pointed as the main 
reason fortified churches (25%), followed by the desire to visit new things (19%) . This can 
be explained by the fact that many are driven by the desire to see where and how their 
ancestors lived, while the number of families remaining Saxons in the area is reduced. 
 Regarding the British tourists, it could be seen that the main reason mentioned was the 
same as of the entire sample, 18.03% mentioned the desire to know new things as the main 
reason when decided to visit the area, followed by the landscape attractiveness (16.39%), by 
the reputation of fortified churches (13.11%) and visiting friends and relatives (11.48%). 
Uniqueness and diversity of landscape that attracts mainly scientists, biologists, 
anthropologists, zoologists that study the habitats of this area, and the existence of the two 
foundations mentioned above, may be why many of them reach the region Tarnava Mare. 
 Regarding the Romanian visitors, their desire to learn new things is stronger than for 
the entire sample, 19.65% mentioning this as reason for travel into the region, followed by the 
beauty of the landscape (16.76%) and the charm of the fortified churches (15.61%). 
 Average duration of staying recorded in the region is 2.02 nights, varying from 0 
nights (in case of where excursionists), up to 14 nights. Generally, the ones that sped more 
than 2 night the region are tourists from Austria (4 nights), UK (3.23 nights), Netherlands 
(3nights) and Belgium (3 nights). For Romanian tourists the average length of stay is 1.69 
days. 
 This results are similar with previous research that showed that the average length of 
stay in rural areas is 2 nights, mainly during weekends or short transit visits, while for the 
tourists accommodated on touristic pension, the average staying in 2.61 nights at national 





Knowing the consumer profile is an important element in trying to adapt supply to 
demand and current economic realities. Consumer tastes are different depending on certain 
criteria and reasons for travel for spending the holiday may be multiple. However, 
accommodation and food services are basic services which should be given special attention 
in terms of quality. 
The analysis of the region tourism profile form Tarnava Mare, it can be concluded that 
there is a high specificity of the area. Consequently, a simple extension of national tourism 
strategies in the region would not generate the expected results, so its continuous adaptation, 
based on the studying the expectations of the of potential tourists needs is vital. 
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